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1.   Objectives of the dissertation
This paper investigates the growth in domestic 
“nostalgia tourism” in Thailand among teenagers and 
the middle class, concurrent with the increasing quality 
of life due to modernization. Modernization has 
brought a higher quality of life. This study aimed to 
examine “why “nostalgia tourism” has become popular 
in Thailand”, and “why “nostalgia tourism” is popular 
among the middle-class citizens who are largely 
lacking direct experience of the target culture, as 
well the social processes enabling this construction”, 
and “how nostalgia is consumed in postmodern Thai 
society”.
This study will demonstrate the reasons for the 
popularity of “nostalgia tourism” in Thailand, the main 
mechanism of the “nostalgia tourism” in Thailand 
development, how the middle class and teenagers play 
important roles in “Nostalgia tourism” in Thailand, 
and the consumption of “Nostalgia tourism” by those 
without personal connections to the past.
2.   Methodology
The data collection highlighted a case study of the 
nostalgia destinations in the central region of Thailand 
especially the old markets, the floating markets and 
constructed “nostalgia tourism” focused on domestic 
Thai tourists. This study employed a mixed research 
methodology, in one case primarily qualitative and 
in the other primarily quantitative. The researcher 
collected the data through a mixed method combined 
from both methods as per the following:
(1) In-depth interview: This method was conducted 
with key informants. This interview involved open-
ended questioning with questions prepared in advance. 
The key issues were related to national policies on 
travel promotion in the form of “nostalgia tourism”, 
“nostalgia tourism” management at floating markets, 
and their ongoing development.
(2) Informal interview: During the informal 
interview, the interview questions were unstructured 
and open-ended. The qualitative interview is different 
in the degree of emphasis on nostalgia, in the choice 
of area or boundaries of the study, and in the specifi c 
patterns of information that are studied. 
1) In-depth interview and Informal interview
I interviewed 25 participants from all categories. For 
these interviews and questionnaires. In August 2014, 
I spent one month to interview the key informants. 
Interviewees were categorized into 4 main groups: 
(i) The academic specialists and the people involved 
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in tourism. A form of question guidelines was prepared 
in advance to facilitate the interviewees to grasp 
the ideas, and opinions regarding the management 
of “nostalgia tourism” that has widely occurred 
throughout Thailand modern society, focusing on the 
middle class, and young generation.
(ii) The policy maker. A form of question guidelines 
was prepared in advance to facilitate the interview to 
grasp the ideas, and opinions regarding the policies of 
“nostalgia tourism”.
(iii) Key local actors in managing “nostalgia 
tourism”: the questions targeted the ideas of the 
community themselves and the investors, to learn 
about the history of the markets, and the process of 
nostalgia management of the markets and floating 
markets and the target tourists they were expecting, as 
well as the people concerned with “nostalgia tourism”. 
(iv) The tourists were people who frequently visit 
nostalgia destinations. The questions probed their 
opinions toward markets and floating markets as 
“nostalgia tourism” destinations.
2) Survey questionnaire with 200 informants
The researcher considered this means of gathering 
data to be the least time consuming for visitors, so as 
to effi ciently obtain information from 200 tourists who 
traveled to the field study sites, Amphawa floating 
market, Talingchan floating market and Khlong lad 
mayom fl oating market. 
3) On-line questionnaire with 80 informants
In 2016, I did survey questionnaires for Thai tourists 
visiting “nostalgia tourism” destinations who were 35 
years of age or younger. 80 visitors were selected and 
the data was collected using an online questionnaire.
4) Participant observation at 10 places
Participant observation: The researcher employed 
participatory observation on the general condition of 
the fl oating markets, old markets, constructed markets, 
and other tourist attractions created to simulate 
the old community atmosphere, including both the 
environment and the atmosphere. The derived data 
from this participant observation was analyzed in 
conjunction with in-depth interviews and non-formal 
interviews.
I spent one month of weekends surveying and 
visiting the nostalgia destinations in the central region, 
identifi ed from the guidebook of Tourism Authority of 
Thailand. “15 TARAD BOK 16 TARAD NAM” (See 
map 2,3). It listed in total 31 places, but I chose 10 
places to visit in the map 1:
Secondary data
Secondary data was the data obtained from various 
studies and theses including concepts related to this 
study, such as cultural tourism, “nostalgia tourism”, 
artifi cial culture, and the policies of domestic tourism 
promotion, as well as other related publications, 
articles, documents, books, journals or websites.
3.   Results
The findings of the study have shown that, on the 
whole, respondents viewed tourism positively and 
Map1 : Map of 16 Floating markets (16 TARADNAM)
(Tourism Authority of Thailand Guidebook “15 TARAD BOK 
16 TARAD NAM”)
Map2 : Map of 15 Old markets (15 TARAD BOK)




showed strong support for tourism development. Since 
my aim in this study was to uncover the new concept 
of “nostalgia tourism” in Thailand embodied in the 
consumption of the young generation, it was necessary 
to use a qualitative and quantitative approach, 
which offered respondents the tools to articulate 
their experiences in their own term which construct 
a particular version of an individual experience. 
(Moisander, Valtonen & Hirsto, 2009) I focused my 
inquiry on two research questions: (a) Why “nostalgia 
tourism” has been so successful in Thailand and (b) 
How the young generation experiences and consumes 
“nostalgia tourism” through fl oating markets.
Opting to be ‘in the field’ (Sunderland&Denny, 
2007) with my informants helps me to understand the 
ideas, policies and opinions regarding the management 
of “nostalgia tourism”.
Earlier studies have suggested consumption of 
nostalgia has been evoked through cultural products, 
such as fi lm, drama, advertising and clothes (Goulding, 
2001). In my study, I explore the ways in which 
nostalgia is associated with fl oating markets and retro 
markets. 
I used a data driven analysis in order to organize the 
fi ndings, focusing on the major themes that reappeared 
across all the questionnaires; however, I was keen 
to see tourists’ opinions, attitudes, travel factors and 
concept of their own connection to nostalgia tourism 
without any prior direct experience. In other words, I 
hoped to uncover how the construction of “nostalgia 
tourism” manifests as “Thai identity.” 
Descriptive statistics such as frequency and cross 
tabulation were included in the SPSS program for 
quantifiable survey items present in the majority of 
inquiries. Content analysis was employed to categorize 
all responses to open-ended questions.Since this 
study employed a mixed method for data collection 
as described above, the analysis of data, therefore, 
was divided into two approaches, containing firstly, 
descriptive analysis and secondly, quantitative analysis. 
After the collection of field data, the researcher was 
able to analyze it and describe the interpretation and 
literature review. A summary follows below.
Group of tourists: The tourists are more female than 
male, and have an average age of 25-34 years. Most of 
them live in Bangkok and are the employees of private 
companies. They have bachelor’s degrees, and their 
income is between 10,000 – 20,000 Baht.:
Genders: According to the results, it is found 
that the female tourists are more likely to respond 
to questionnaires than males, though this does not 
indicate that they are more nostalgic.. From the 
literature review of the previous studies (Holbrook 
& Hirschman, 1992), it is not found that the gender 
factor influences the nostalgia feeling and behaviors 
differently between men and women. 
Travel is a significant factor: these markets are 
clustered in the central region, quickly accessible 
from Bangkok Additionally, sensory and emotional 
factors are foremost in stimulating the nostalgia for the 
tourists. 
Teenagers with no real connection to the traditional 
markets nevertheless indulge in their popularity and 
novelty, preferring to document their dining and 
shopping there on social media, hoping to show their 
identity in the society relying on tourism context as the 
components of “travelling with knowledge”.
If considering the perspective of the researcher 
through interview and participatory observation, the 
researcher agrees that nostalgia tourist attractions 
in Thailand consists of both authentic places which 
are rich in historical background and culture of the 
community, and tourist attractions as a result of 
cultural invention. However, it was national tourism 
policies created to promote and utilize these places for 
economic growth in the wake of fi nancial crises. 
When this kind of tourist attraction is successful, 
commercial nostalgia tourist attractions will be 
subsequently created. The latter group will be the 
local and global mixture of creation to respond to 
social trends in globalization, which is unabashedly 
technological, and to respond to middle-class people 
whose lives are attached to the world of working 
and capitalism. These people seek respite from 
the monotony of city life hungering for peace, 
tranquility and traditional life, undoubtedly including 
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seeking of truth and original ways of life promised 
by environments from the past. This is transmitted 
through the new pattern of tourism referred to as 
“nostalgia tourism” such as floating markets and old 
markets. 
In conclusion, middle-class people and teenagers 
are the target market that consume and strengthen 
“nostalgia tourism”. In Thai society, “nostalgia 
tourism” is cultural tourism focusing on consumption 
as a trend of seeking identity or mental binding with 
recognition of authenticity.
4.   Conclusion 
This section demonstrates the key mechanism of 
“nostalgia tourism”. The mechanism consists of 2 
important key factors: the demand side and supply 
side.
The supply side started from the national policy 
after 2001, when the “nostalgia tourism” campaign 
began to be promoted for domestic tourism,in response 
to the concepts of imagined community and invented 
tradition.the local communities were enthusiastic to 
develop and revitalize themselves, fi nding eager allies 
in local investors correctly anticipating tourist desires 
for nostalgia.
“Nostalgia tourism” is “constructed nostalgia” 
by the national policy, local communities and local 
investors to fulfi ll the desire of Thai tourists who have 
an identity crisis and consume images to become the 
imagined community which illustrates the nostalgia as 
the driving mechanism.
This study can analyze Thai society through 
explaining the present situation of tourism, also 
contributing to a deeper understanding of the modern 
Thai society.
This was a critical turning point of tourism in the 
country and it became a font of economic development 
for Thai society since the floating markets and 
old markets were perceived as a fertile cultural 
resource for Thai domestic tourists where they can 
bodily experience the“Thai way of life”. It included 
stories of happy periods and moments in the past 
and applies the characters or personages as selling 
points in constructing tourist attractions as “imagined 
community” and invented tradition.
At the local and provincial policy level, people 
in the community contribute to conservation and 
raising awareness of values and importance of cultural 
resources in collaboratively reviving and developing 
the community as a tourist attraction to promote 
“nostalgia tourism”. They would jointly present unique 
features of the community to look charming and 
attractive to tourists along with stakeholders in making 
“nostalgia tourism” to be successful. In addition, 
each tourist attraction, especially the community-
based ones, are supported by relevant entities such 
as educational institutions, government sectors and 
independent organizations.
Furthermore, events that show Thai identity and 
local identity are organized in these areas. Even the 
palace opens for retrospective activities, for which 
people dress in Thai traditional style to visit with 
shuttle service customers. In addition, people dress in 
Thai traditional costumes and visit historic places on 
Figure 1: “Nostalgia tourism in Thailand”
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holiday. The community markets in different provinces 
are newly constructed and that is why the researcher 
supposes that the trend or phenomenon of nostalgia 
in Thai society will continue and expand to lower-
class people, elderly people and other groups if the 
government maintains support.
It was not just the National policy but the local 
investors who joined in for inventing “nostalgia 
tourism”. After the “nostalgia tourism” campaign 
appeared in a travel magazine entitled “15 TARAD 
BOK, TARAD NAM,” it was used to highlight the 
strengths and originality of local people’s lifestyles to 
attract the nostalgic middle-class and urban audience, 
especially those in the capital who are fed up with 
consumerist society, to fulfi ll their nostalgic needs and 
feelings. In addition, the article was also created to 
attract the teenage group who desired to explore their 
identities and have uniquely new experiences they 
had never had before. Nostalgia destinations such as 
old markets and floating markets are therefore well-
suited for domestic tourism. When nostalgia markets 
were successfully promoted by the Tourism Authority 
of Thailand, the development spread widely to other 
communities.
As a result, a number of groups of community 
members joined hands and constructed man-
made retro markets. The markets were created in 
a form of new atmospheric creation, designed and 
visualized retrospectively, which may have been 
built by investors for commercial purposes or or non- 
commercial purposes in the form of living museums, 
for example, Plearnwan in Hua Hin, Prachuap Khiri 
Khan Province.
There are also destinations designed specifically 
for photo shooting, in response to middle-class and 
teenage consumers’ behaviors as these groups of 
consumers popularly use smartphones as cameras and 
instantly share the photos taken on social networks. 
Man-made nostalgia has become popular among 
tourists who seek originality, uniqueness, and old 
ways of life with a nostalgic touch, which appeal to 
those who are tired of modern lifestyle filled with 
traffic congestion and condominiums.Some local 
floating markets such as Amphawa Floating Market, 
Sam Chuk Century Market, Taling Chan Floating 
Market, and Bang Noi Floating Market had been 
restored to organize activities or to revive communities 
with history once more, allowing for the practice 
of traditions to conserve their local communities, 
maintain their environment, and promote their local 
products. However, at the same time, some markets in 
the central region were created for competition, with 
little connection to traditional lifestyles. Some areas 
are not even near the waterfront, while some others 
had never been markets before, but were constructed 
as tourism products anyway.
The local investors who copy one type of floating 
market to another market often enjoy boosted 
popularity. Some of these are inspired by the scene of 
the fi lm “FAN Chan” that talks about “The happiness 
of childhood and puppy love of primary students.” 
“Muang Mulika” is another constructed nostalgia that 
references images from the past of Thai’s way of life 
for business purposes.
The crisis and the escape towards nostalgic 
imagined community “nostalgia tourism” has become 
highly popular in Thailand because of the increased 
need to seek “Thainess”. This has occurred for 
many reasons, for example, the transformation of an 
agricultural society to an industrial society as well as 
religious deterioration, or concerns about the Royal 
institution, especially the uncertainty and fear of losing 
our beloved King Rama IX to sickness.
“Nostalgia tourism” is the representation of signs 
or simulation that occur in the periods of variance, 
especially amidst an identity crisis in which people 
are in transition for ways of thinking, tastes, and 
expressions through consumption. Simulation of 
reality creates the time-dimensional culture as 
Nostalgia. The example of this is returning to the value 
of the past of media such as publishing the stories of 
memories, impression, and happiness in the past and 
presenting movies which refl ect the beautiful past. 
If considering a postmodernist perspective, the 
concept is people with a new perspective of seeing 
backward, or “nostalgia” which, according to Kitiarsa 
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(2003) is the way to value a human experience by 
focusing on the imagination, emotion, and feeling 
of people in the present to the past. Nostalgia is the 
imagination of what we lost while the remnant is 
only memories and experiences we remember. We 
seemingly will be able to communicate with the world 
which used to be real when we use “imagination” from 
life experiences and cultures. In other words, humans 
can sense their lost identity again by creating the 
reproduced simulation of past experiences again. The 
development of floating markets, retro markets, and 
100-year markets is a part of the policy to stimulate 
the economy and promote Thai people to travel in the 
country. This policy is highly successful because it 
can respond to the demand of people in this country in 
the present. Identity crises are not unique to Thailand; 
however, the nature of the nostalgia boom in Thailand 
is special.
People are looking for Thainess and co-experiences 
through the simulation of past events no matter 
whether it is consumption, image, event simulation 
or even immersing oneself in the past experience. 
In the present, “nostalgia tourism” has very good 
feedback from customers. Moreover, the World 
Tourism Organization (UNWTO) identifi es that world 
tourism trends have swung back to retro travel for 
real relaxation, with many seeing tourism mainly as 
travel for knowledge and experience. The important 
target group is the middle class, the world’s most 
numerous, (Designated Areas for Sustainable Tourism 
Administration, 2013) especially youths who have 
never directly experienced the past.
The tourism of floating markets and retro markets 
can meet the demands of the urban middle class who 
have time, money, and mobility to access this type 
of tourism conveniently. Moreover, their identity 
crisis can affect all genders and ages. However, this 
study will focus on youth who have never directly 
experienced the past. 
Nostalgia consumption for youth is the result of 
images, imaging communities and inventing traditional 
consumption, and is infl uenced by Social media, and 
SNS. 
However, nostalgia consumption in Thai society 
continues to expand because of the increasing demand 
of tourists. In the beginning, it started from tourism 
promotion. The policy of the country and Tourism 
Authority of Thailand made a tourism manual 
called “15 land markets and 16 floating markets” 
by gathering retro markets which have interesting 
histories, lifestyles, and value for conservation and 
sightseeing in one manual for tourists to sense the 
simple lifestyles, taste old fashioned foods, buy local 
products, listen to stories from adults when they were 
young, and be a part of Thai identity preservation. 
These connections help realize and revitalize Thai 
roots. Then, they develop empty land to be “nostalgia 
tourism” destinations by illustrating the story of each 
era or famous characters in movies or novels in the 
past. 
The characteristics of floating markets, retro 
markets, and 100-year markets are the area, location, 
shops, and other components designed to evoke the 
past including antiques, billboards, foods, snacks, old 
fans, and old-fashioned coffee shops. All of these are 
especially conducive to the objective of taking photos. 
Taking photos is a popular activity among middle 
class and youth in Thailand in the present. After the 
resurrection of floating markets, retro markets, and 
100-year markets, “nostalgia tourism” in Thailand 
is widespread. Communities in many areas in the 
central region have renovated their markets in the 
area. Finally, they reach the next level of retro market 
design and construction. 
Newly constructed nostalgia tourist locales such 
as Plearnwan market, Pattaya Floating Market, and 
Hua Hin Floating Marketare increasing in number 
and expanding into many areas. These markets let 
tourists participate more by wearing old-fashioned 
costumes, taking photos, and eating foods from 
retro containers. Nostalgia can be encouraged by 
reading books, watching movies, simulations, sign 
consumption, artifi cial culture, or hearing stories and 
seeing retro decoration. Moreover, there are scenes 
for taking photos. Therefore, it attracts tourists to 
visit, and social media is a factor which reinforces the 
― 17 ―
立教観光学研究紀要　第 22 号　2020
trend due to tourists uploading photos to their personal 
social networks when they visit. When their friends 
see these photos, they tend to go visit to sense the retro 
experience themselves to learn, and find the root of 
Thainess and older identity.
From the study, “nostalgia tourism” expands and 
is popular among tourists in Thai society, especially 
middle class and youth who are the target group of 
this study. Moreover, “nostalgia tourism” of floating 
markets, retro markets, and 100-year markets are 
continuing to grow because tourists in the present want 
and consume “nostalgia tourism” continuously. Thai 
people in the present also campaign for the wearing of 
Thai costume when visiting attractions or temples, or 
participating in Thai traditions. 
Government departments encourage their staff to 
wear Thai costume on Fridays, as well as schools, 
The Royal Cremation of His Majesty King Bhumibol 
Adulyadej. From this, even if there is no “nostalgia 
tourism” the pol icy is  supported,  “nostalgia 
tourism” and identity as well as the idea of Thainess 
demonstrations that it will continue because most Thai 
people still feel there is an identity crisis remaining in 
Thai society. Moreover, sign consumption by media 
and social networks still continues. 
For investors, they continue their investment 
by constructing attractions for “nostalgia tourism” 
because they see the demand of tourists and profit 
from the investment. Therefore, even without direct 
government support, nostalgia in Thailand still 
develops. 
Some may think that construction of retro markets 
without artifacts of the old market or “nostalgia 
tourism” construction is man-made and that there is no 
difference between it and theme parks. However, for 
this study, Thai nostalgia consumption in the present is 
not the construction of theme parks but it is “nostalgia 
tourism” through direct experience by using five 
senses which consists of sight, hearing, taste, smelling 
and touching, enabling visitors to participate and learn 
experience-based tourism through simulation and 
imagination.
The consumption by urban middle class and the 
young generation. Today, nostalgia is a frequent 
reaction of people consuming and living as consumers 
amidst rapid change. This reaction can be evoked by 
technology as well as communication. (Koumelis, 
2007) Nostalgia is growing in Thailand after 
implementing the campaign to promote domestic 
tourism. Aside from the campaign, other elements 
of the program include tax credits and cheap loans 
for tourism, income up to 15,000 baht for those who 
graduated from undergraduate program, etc. 
The campaign has been successful in boosting 
Thai domestic travel. In 2012, the number of Thai 
tourists increased by 54.8% from the previous year, 
with an average expense of 2,694 baht per trip 
(Chaichalearmmongkol, 2013). People’s current way 
of life in Thai society differs greatly from the past, 
owing to development in several aspects. Thai in 
this kind of society no longer consume or exchange 
things mainly based on their values, but rather are 
influenced by signs, symbols, and semiotics instead, 
including nostalgic value. Consequently, people 
find reduced space to express themselves in society 
because differences have dwindled due to the focus on 
consumption. That is the reason why people yearn for 
the past as a space to show themselves as well as to 
ground their identities.
When considering the effects of “nostalgia tourism” 
on Thai society in the globalization era, it was 
found that nostalgia markets were created as tourist 
destinations to serve the postmodern consumption 
behavior. The employed strategy was to adapt or 
revamp what was formerly popular. The creation could 
be an intentional simulation with some integration 
of modern technology, as long as such an artificial 
creation can still retain the past charms which remind 
the tourists of the old days. The process involves 
creating shared experiences extended from original 
experiences each individual possesses. The recreated 
shared experiences, nevertheless, are actually new. Old 
markets and fl oating markets are used as the connector 
of experience as if the markets are the virtual 
representation of the past that can drive nostalgic 
emotion. Kittiar-sa, 2003, stated that experience from 
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living a life, especially from the past, is a strong base. 
A similar context was mentioned by Michel Foucault. 
Therefore, today's fast-paced atmospheric creation in 
modern Thai society can well meet the needs of today's 
consumers. The transformation of the roots of culture 
and lifestyle into a new form of tourism has become 
an accepted product that can meet the needs of people 
in current Thai society, especially those in the middle 
class. Modern media such as television, internet, and 
applications in mobile phones or smartphones are used 
and sponsored by the Tourism Authority of Thailand to 
help stimulate the hype.
Some places were named after literary characters, 
for example, a spirit house built in the memory of 
Kwan Riam, a story of a couple of young lovers. Some 
localities use ages or eras to name their markets and 
decorate such markets accordingly to the respective 
age themes, and the same goes for the sellers’ dress 
codes as well. Visiting tourists do not usually realize 
the fact that realistically, none of these markets are 
authentic. What they consume are just the images, as 
seen on media like TV, Internet or in movies. Some 
tourists, especially the teenagers, simply follow the 
market trends to fi nd good places, to eat good dishes 
and to take good pictures symbolically showing their 
acquaintances that they have visited the place. At 
present, most tourists control either a blog, online 
diary, or an account of a social network, and they 
would write in details on their impressive encounter 
with accompanying photos.
Marshall Mc Luhan (1964) presented the concept 
of “car’s rear –view mirror” to explain the direction 
of television and other media creating a particular 
perception of history to people which could take 
us back to the past. McLuhan also emphasized the 
“power” of images presenting in television to create 
perspective and procedure of events in the past. 
The movies, songs, period dramas and also photos 
will take the image being projected as a collective 
representation, so the teenager will take the image as a 
reference point rather than his own personal memories. 
This suggests that consumption of “nostalgia tourism” 
is not about personal nostalgia. It must, rather, be 
embedded in the broader social context, because these 
images are multifaceted in that they reflect not only 
tourism but other dynamics in other domains of life. 
When looking closely at the urban population, it was 
clear that such areas have experienced and continue 
to undergo rapid development. Living a life there is 
somewhat accelerated. People feel tense from work 
and depressed from the chaos of modern-day capital 
traffi c.
Consequently, there emerges a nostalgia trend. 
Nonetheless, negligence of understanding of authentic 
origin or identity of local community in conjunction 
with media influence, image consumption, and 
imaginative visualization for media consumption of 
urban people have led these particular groups of people 
to choose “nostalgia tourism” for their vacation, to 
find something good to eat instead of dining in the 
mall, in which they then also take a photo and share 
into a social network just to prove that their trip was 
not a waste but rather to help conserve the good 
culture of Thailand and to discover the identity of Thai 
people. The communities themselves also use invented 
traditions to adapt and transform historic stories into 
tourism products, aka retro marketing.
The community’s perception of the past heritage 
leans toward the ecstatic experience, extending to 
media and connectivity where one can see how it fi ts 
into the society we live in. 
The way in which tourists perceive leisure and 
holiday is determined by the social fabric that 
surrounds them. This is what (Urry, 1990) has called 
the tourist gaze, namely the way in which tourists 
seek and manipulate the context in which they find 
themselves to identify and satisfy desires. (Urry, 1990) 
also utilized (Foucault, 1989)’s argument that society 
creates a framework of reference when reviewing 
social change of holiday making. These postmodernist 
associations are embedded with modern tourism, 
and are undertaken with reference to such issues as 
authenticity, in this instance, managed by social and 
personal constructions of authority. 
In Thailand, the quest for leisure mobility has been 
boosted by nostalgic feelings. These sentiments have 
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their root in the tremendous industrialization and 
urbanization processes in the last quarter of the 20th 
century in which the balance of economy and society 
shifted from the rural to the urban areas (Baker & 
Phongpaichit, 2014), at ever-increasing speed.
The Local community participation cannot invent 
“nostalgia tourism” from nowhere, so community 
participation is important. The policy or the tourism 
campaign cannot invent “nostalgia tourism” without 
an effective story or uncommon bodily experiences. 
In several instances, the sample who answered the 
open-end question extolled that the floating market 
provided experiences that could not be had in the city, 
which could be seen as an overarching theme bringing 
together nostalgia, nature and relaxation. 
Emotion or nostalgia of middle-class people 
happened when self-hesitation occurred and they tried 
to seek their roots to show their position, growing 
attached mainly to objects in the past because of the 
infl uence of the working world and capitalism.
Consumerism reflects the same culture as well as 
ways of thinking and objects they have until they are 
merged together. Nostalgia is a part of fashionable 
culture.
Analysis of Nostalgia Phenomenon in Thai 
contemporary period fi lms.
City people when they are sick of monotonous life 
in the big city, they would like to seek some places 
peaceful and tranquil places filled with traditional 
ways of life. Hence, seeking the past and beauty of a 
way of life may be a perfect answer for middle-class 
people. 
Accordingly, “nostalgia tourism” has become a 
new tourism format that can undoubtedly respond 
to the needs of middle-class people in Thai society. 
According to the second objective “To examine the 
concept of ‘the consumption of “nostalgia tourism”’ 
in the case of Thailand”, it can be concluded that 
“nostalgia tourism” is cultural tourism covering sub-
sections of: 
Historical tourism; that is to say, tourists can visit 
and enjoy places with knowledge and understanding 
about local history along with responsibility and 
consciousness of preserving cultural heritage and 
environmental values. 
Cultural and traditional tourism is travelling to 
participate in traditions arranged by local villagers, 
to have knowledge and understanding about social 
condition and culture and to have new experiences. 
Finally, rural tourism is travelling in villages and 
rural areas fi lled with ways of life and local wisdom, 
to understand local cultures based on responsibility. 
Floating markets and one-hundred-years market in 
present days are the tourist attractions that completely 
embody all 3 attributes. 
However, according to the policy of the government 
and Tourism Authority of Thailand, tourist attractions 
like floating markets, old markets and one-hundred-
year markets are classified as cultural tourist 
attractions that promote nostalgia or are referred to as 
“nostalgia tourism”. Nevertheless, tourists who visit 
such tourist attractions do not fully understand the 
floating markets, old markets and one-hundred-year 
markets or other spots where having atmosphere of 
the past are “nostalgia tourism”. Each person defi nes 
this term differently such as tourism, community, 
cultural tourism, or livelihood tourism. The reason 
is that tourists that visit such places lack knowledge 
and understanding about tourism categories; they just 
visit there because they need to relax and find some 
recreational place. 
Moreover, they travel to acquire new experiences 
different from their routine lives without recognizing 
what type of tourist attraction they visit. From the 
study of the past and fl oating market in chapter 4, the 
present state of the contemporary floating markets 
has been compared to the original. They can be either 
positive changes, or changes still in a state of transition 
as the impacts on the society and the way of life are 
evaluated. The original fl oating market (before 1957) 
is the authentic floating market along the river. The 
environment was bound with the river and the local 
people’s careers were agriculture and exchange of 
products. Since 1957, however, fl oating markets have 
become primarily tourist destinations with the support 
of Thai tourism agency marketers, and a main revenue 
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source for the country. With the persuasion of private 
sectors and government advertisement of the Tourism 
Authority of Thailand (Lapluechai, 2003), Damneon 
Saduak floating market became a significant Thai 
tourist locale widely recognized around the world. 
After 1997 and the rapid change of the economic 
crisis, a new style of tourism has taken root, the 
promotion of Thailand domestic tourism by government 
policy, Tourism Authority of Thailand and local 
communities. The analysis from the interview regarding 
nostalgia and authenticity of the rearranged floating 
markets reaffirmed (Tuffin,2010) the Thai domestic 
tourism preference of tourism destinations in which 
they can experience the traditional way of life within 
an environment setting that still retains the story of 
the place. These modern, Thai middle class who are 
generally well educated, have high income, automobile-
owning urban people are living in the world of the 
internet, a phenomenon that has simultaneously grown 
incredibly rapidly, faster than any previous technology 
and with huge impact throughout much of the world. 
Since 2001 there are worldwide more mobile phones 
than landlines. 
The old markets and floating markets can provide 
experiences that could not be had in the city, which 
could be seen as an overarching issue bringing together 
nostalgia, authenticity and relaxation. 
In terms of nostalgia (Boym, 2001), the resurgence 
of fl oating markets such as Amphawa fl oating market, 
Samchuck, or Talingchan fl oating market play on both 
retroactive nostalgia and refl ective nostalgia for Thai 
domestic tourists.
But in the 10 years following 1997, after the boom 
of nostalgia destinations, some investors saw the 
opportunity to capitalize on the trend, attempting 
to construct tourist destinations by using the theme 
of nostalgia. The new market style or constructed 
nostalgia have become magnets for the tourist 
escaping the boredom of city society lifestyle, yet are 
still bonded with modern culture, both capitalism and 
consumerism with the trail of the past.
These new style markets are constructed by using 
the name of a novel of the past, a period of the past 
or the name of an actor in a period drama by using 
the imagined community concept. The construction 
of nostalgia is booming among the young generation. 
Because the images projected by the culture industry 
are the primary source for conceiving the past beyond 
one’s living memory, it enables the construction of the 
past within the tourist’s mind. 
Thus media representation can be seen as supplying 
images through which Thai people can feel an 
identification with an idealized version of the time 
in their country's history that they may not have 
personally experienced (Stern,1992). From this regard, 
the media images that simulate antiquated daily life 
such as movies, period dramas, songs, or TV programs 
can show just a part of the real life, but the floating 
market can give a more real experience. 
The construction of “nostalgia tourism” reflected 
the fl oating market under the concept of the nostalgia 
trend, even though these markets were not the original 
lifestyle of those areas. 
However, “nostalgia tourism” was a tourism 
installation constructed to meet tourist demand. 
It could provide them with products along with a 
nostalgic atmosphere, and give them real experience-
based tourism.
Middle class people and teenagers are the main 
target group seeking “nostalgia tourism” and driving 
its expansion, because apart from Bangkok and central 
region, “nostalgia tourism” expands to upcountry in 
local communities making it more convenient to visit. 
As evidenced from the rise in “nostalgia tourism”, 
it is obvious that nostalgia continues to manifest as a 
social phenomenon in Thai society. Most tourists are 
middle-class people in cities and teenagers that want 
to be away from chaotic society and identity crisis and 
these tourists have the ability to pay for tourism.
For the experience of consuming “nostalgia 
tourism” when the tourists come to visit old markets 
or fl oating markets was aimed at fi nding out the extent 
to which young generation visitors believed that 
nostalgia destinations provide an accurate experience 




Based on the survey of Thai tourists visiting 
“nostalgia tourism” destinations, wherein 200 tourists 
from Amphawa Floating market, Khlong Lad Mayom 
Floating Market and Taling Chan Floating market were 
asked about their impression of the nostalgia tourist 
attraction, 64% of the 200 sample were impressed with 
the food. When asked about their favorite activities 
at nostalgia destinations, the majority reported that 
eating food and learning about traditional food and 
snacks were the most favorite activities. The responses 
can reaffirm that, senses are the core of how the 
human body collects information and are used as the 
foundation for developing meaning wherein “our 
bodily states actions, and mental stimulations are used 
to generate our cognitive activity” such as attitude, 
behavior and memory (Ghimire, 2001). 
In the context of tourism, when people explore 
the place, they see, hear, smell, touch and taste 
in combination with their own thought and prior 
experience simultaneously inside their bodies 
(Csordas,1994). Thus, it is a traveler’s body that 
senses, and therefore, meditates the relationship 
between the place and the meaning (Tuan, 1977). 
Since our emotional and cognitive responses of the 
place can also be explained by embodied experiences, 
understanding this process holds the key to ‘designing 
meaningful touristic experiences” So a feature of 
“nostalgia tourism” is very much bodily experience to 
the tourist. They can go there to eat, taste foods and 
can see and touch the procedure of cooking food or 
desserts. 
From an ethnographic point of view there are 
features of 1) familiarity and 2) bodily experience. 
The sense of image must be embedded in a bigger 
social context, because most circulated images 
themselves are not specifically about tourism but 
all these created and important signs, symbols, and 
semiotics can be used in consumption of “nostalgia 
tourism”. So therefore the point of image and its 
multifaceted nature is the construction of “nostalgia 
tourism”. ■
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イ語で Hooi Ha Adid）を利用した国内観光政策がとられた背景として，タクシン政権以降のタイ国内
の政治的分断状況を説明し，タイ国民国家の再統合化と現政権の正当性を打ち出す文化政策の手段とし
て，「タイ的な Rural Past」の表象が創出されていることを捉えた．この状況について「想像の共同体」
や「創られた伝統」の概念を応用し，タイ国家が推し進める「ノスタルジア・ツーリズム」政策の政治
性を明らかにした．そして，トップダウンの国家政策のみならず，地域コミュニティーの地域振興への
意向や，ローカルな投資家の評価がそこに重なるという，「ノスタルジア・ツーリズム」の供給メカニ
ズムを分析した．
　さらに，需要側（タイ国民の消費者側）がノスタルジアを求めるようになった背景として，タイ国民
の精神的な拠り所の象徴的存在であったラーマ 9 世国王の崩御がもたらした喪失感と現状への閉塞感，
さらに将来に対する不安定な社会状況への認識があったことを指摘した．2013，2014，2016 年にアム
パワー，クローンラットマヨム，タリンチャンの水上マーケットにて行った現地調査（参与観察，イン
タビュー調査，質問紙調査）から，特に都市在住の若い世代において「ノスタルジア・ツーリズム」が
いかに消費されているのかについて詳細に記述した．
　既存研究ではタイの水上マーケットにおける観光は，文化観光あるいはヘリテージ観光として分析さ
れてきた．これに対して「ノスタルジア・ツーリズム」という新しい分析概念を用いて，そのメカニズ
ムを構造的に分析しようと試みた点に本研究の特徴がある．さらに，本研究は特に都市在住の若者に焦
点を当てており，都市在住の若者が現代のソーシャルメディアやイメージ消費の中で新しく創出された
「rural past」に対して，真正性の有無に関わらず「ノスタルジア」を感じ，消費する価値のあるものと
して認識している現象を捉えた．これは水上マーケットの商品化に止まらず，若者の消費者自身による
「五感」や「体験」が SNS を通じて，近年の観光社会学研究で指摘されている「パフォーマンス的転回」
に通じる消費行動をも生み出しているということであり，この知見は今後の観光研究に寄与するものと
期待できる．
キーワード：ノスタルジア・ツーリズム，消費，ミドルクラスとティーンエージャー
